X/
%*

Scientific
0‘0‘ Research
€4% Publishing

L)

The Mediating

Open Journal of Business and Management, 2023, 11, 2488-2504
https://www.scirp.org/journal/ojbm

ISSN Online: 2329-3292

ISSN Print: 2329-3284

Effect of Customer Satisfaction

on Fintech Literacy and Sustainable Intention
of Using Mobile Financial Services

Md. Kamal Uddin®, Shelina Nasrin

Department of Accounting and Information Systems, Islamic University, Kushtia, Bangladesh

Email: *uddinkamal1983.ku@gmail.com, dr.shelinanasrin@gmail.com

How to cite this paper: Uddin, Md. K., &
Nasrin, S. (2023). The Mediating Effect of
Customer Satisfaction on Fintech Literacy
and Sustainable Intention of Using Mobile
Financial Services. Open Journal of Busi-
ness and Management, 11, 2488-2504.
https://doi.org/10.4236/0jbm.2023.115138

Received: July 21, 2023
Accepted: September 24, 2023
Published: September 27, 2023

Copyright © 2023 by author(s) and
Scientific Research Publishing Inc.

This work is licensed under the Creative
Commons Attribution International
License (CC BY 4.0).

http://creativecommons.org/licenses/by/4.0/

(OMONMY Ope: Acces |

Abstract

The present study empirically examines the impact of Fintech literacy on
sustainable intention to use mobile financial services (MFS) with the inter-
vening effect of customer satisfaction. The study used a purposive sampling
technique in collecting data from 200 respondents by administering a well-
structured questionnaire. The partial least squares structural equation model-
ling (PLS-SEM) was applied to measure the reliability and validity of data and
test the study’s hypotheses by using SmartPLS4. The empirical result shows
that Fintech literacy has a significant and positive influence on customer sa-
tisfaction, and sustainable intention to use MFS. Likewise, customer satisfac-
tion significantly affects sustainable intention to use MFS. The study reveals
that customer satisfaction has a partial mediating effect on Fintech literacy
and sustainable intention to use MFS. This study theoretically contributes to
the current body of knowledge on Fintech literacy and mobile financial ser-
vices literature. The outcome of the study can also be helpful to the MFS pro-
viders for taking initiatives in improving the Fintech knowledge of customers,
their satisfaction and the sustainable usage intention of MFS.

Keywords

Customer Satisfaction, Fintech Literacy, Sustainable Intention, Mobile Financial
Services, Bangladesh

1. Introduction

Banking and financial institutions use modern technologies to develop a new
channel which reduces the dependency on traditional banking services. Banks

offer the customer to manage financial transactions by using digital assistance,
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such as mobile tablets and smartphones; this is known as mobile financial ser-
vices (MFS), also termed mobile banking or m-banking (Naruetharadhol et al.,
2021). MFS makes banking activities more accessible and convenient to custom-
ers with its real-time online transaction settlement facilities from anywhere at
any time. Bala et al. (2021) state that the concept of mobile banking is a superb
breakthrough for the banking industry to add a new product line to the channel
as well as for the customers to make financial transactions at home. After the in-
troduction of MFS in Bangladesh, it reached almost every corner of the country
within a short period of time targeting unbanked and low-income group people.
Customers are getting digital banking services through MFS that contain more
attractive and modern features than traditional banking systems (Rahman,
2021).

MES is a self-service technology that needs customers’ adequate Fintech know-
ledge to access and operate financial transactions. In MFS, customers have the
opportunity to perform financial transactions by using application software or
simply dialing a particular code as produced by the service providers. Service
providers add some of the latest technical features in the MFS with the time for
the customers to avail of relevant services. But, this is a new experience for most
of the customers that cause difficulties in their financial operation due to the
lack of advanced technological knowledge or Fintech knowledge (Mohammadi,
2015). Customers are making mistakes in accomplishing financial transactions in
MES for their inadequate Fintech knowledge (Kaur & Arora, 2023). So, Custom-
ers’ Fintech knowledge is very important for self-service technological services
such as MFS and is related to their satisfaction and continued usage intention.

For customers who lack Fintech knowledge, there is a chance of facing chal-
lenges like risks of error in transactions, threats of hacking passwords, or chance
of losing information, etc. at the time of using MFS. It may dissatisfy customers
as well as lose their continuous use intention (Yuan et al., 2016). Despite many
benefits of MFS, customers’ usage rate is still at a basic level or low in Bangla-
desh due to their low Fintech knowledge (Rahman, 2021). If customers have suf-
ficient Fintech literacy, they feel safe and secure in financial transactions. It
would satisfy and encourage them to make financial transactions in MFS more
frequently. It also improves customers’ attachment to the services. Customers
will intend to continue the use of MFS for a long time. Therefore, there is a posi-
tive relationship between Fintech knowledge, customer satisfaction, and conti-
nuance intention to use MFES in the post-adoption stage (Lim et al., 2019).

In the prior studies, researchers had mostly focused on the relationship be-
tween Fintech literacy, customer satisfaction, and continuous intention or
sustained usage intention to use MFS descriptively and/or theoretically (Khan
& Chaipoopirutana, 2020; Lim et al., 2019; Sharma & Sharma, 2019; Yuan et
al., 2016) but hardly conducted an empirical study on the impact of Fintech li-
teracy on satisfaction and continuance intention of MFS (Khan et al., 2022).

The extant pieces of literature are evident that still there is a dearth of empiri-
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cal study on the effect of Fintech literacy on sustainable intention to use MFS
with customer satisfaction as a mediator. Thus, the present study attempts to
fill this gap and aims at investigating the intervening effect of customer satis-
faction on the relationship between Fintech literacy and sustainable intention
to use MFS. The next part of the study covers the following sections: Section 2
presents a relevant literature review on mobile financial services, Fintech lite-
racy, customer satisfaction, and sustainable intention to use MFS. Section 3
shows the conceptual framework and hypothesis development. Section 4 ex-
plains the research methodology. Section 5 describes data analysis, results and
discussions of the study, and Section 6 provides conclusion, limitations and

further direction of the study.

2. Literature Review
2.1. Mobile Financial Services (MFS)

Mobile financial service (MES) is globally known as mobile banking services or
m-banking services. MFS refers to the services that a service provider provides to its
customer through personal digital assistance or mobile devices (Naruetharadhol et
al., 2021; Uddin, 2022). It has created a massive opportunity for customers to get
financial services from anywhere at any time (Lubna et al,, 2018). In MFS, cus-
tomers get an opportunity to operate financial transactions such as cash-in,
cash-out, transfers, utility payments, and merchant payments (Afroze & Rista,
2022) and also to perform non-financial transactions, like balance inquiries and
statements (Lan & Giang, 2021).

MEFS providers can easily reach people who are either living in rural or urban
areas for the facilities of mobile network coverage and may facilitate effective fi-
nancial services (Mujeri & Azam, 2018). MFS does not require a physical visit to
the service provider’s premises, so it becomes more time-effective, cost-saving,

and useful for rural people (Gupta et al., 2017).

2.2. Fintech Literacy

Fintech literacy refers to the extent to which customers have adequate know-
ledge to process mobile financial transactions, and to enable handling and pro-
tecting any threats/difficulties raising at the time of operating transactions. This
is a primary concern for the customers to adopt and use MFS (Tun, 2020). Su-
santo et al. (2016) stated that Fintech knowledge is associated with self-efficacy
and habit to the post-use of m-banking services. If a customer has sufficient
knowledge to operate mobile financial services, there is a chance of using it con-
tinuously (Singh & Srivastava, 2018).

2.3. Customer Satisfaction

Satisfaction refers to the customers’ positive feelings achieved through the actual

usage of mobile financial services (Lim et al., 2019). It is a psychological out-
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come of users’ post-usage reactions related to their expected feelings on the
usage experience of mobile banking services (Gupta et al., 2020). It gradually
progresses through the confirmation of customers’ expectations towards the ser-
vices. Satisfied customers would become loyal to the MFS providers which leads
to positive intent to continue or reuse the services (Khasbulloh & Suparna, 2022).
If customers’ pre-adoption expectation met, indicating that they are pleased with
the experience of using services, and likely to continue the usage of services
(Bhattacherjee, 2001a).

2.4. Sustainable Intention to Use MFS

Customers’ perceptions, emotions, and feelings often change over time. Conse-
quently, this is obviously challenging for the service providers to retain custom-
ers on their services for a long. But the success and subsistence of the service
providers depend more on the customer’s continuous usage intention or reuse
intention of services. Organizational interaction with customers builds and con-
firms attachment to the services (Morgan-Thomas & Veloutsou, 2013). Cus-
tomers’ emotional relationships, services diversification and functionality, and
expected performance of services are the key drivers of making customer rela-
tionships with the services (Pradana & Ha, 2021). Additionally, the usage fre-
quency and duration of customer interaction with services reflect the stability of
the relationship between customers and service providers (Morgan-Thomas &
Veloutsou, 2013). It justifies the customers’ sustainable intention of using ser-
vices. Sustainable usage intention refers to the extent to which a customer perce-

ives his willingness to use m-banking for a long time (Kang et al., 2012).

3. Theoretical Framework and Hypotheses of the Study

3.1. Fintech Literacy and Customer Satisfaction

Lim et al. (2019) explained that each customer should have Fintech knowledge
for operating mobile financial services at safe and securely. It has a positive rela-
tionship with perceived security, customer satisfaction, and continuance inten-
tion in the post-adoption stage of MFS. Phuah et al. (2018) stated in their study
on Fintech knowledge that it would enhance customers’ recognition and satis-
faction. Khan et al. (2022) empirically examined the influence of Fintech know-
ledge on customer satisfaction. The result revealed that Fintech knowledge sig-
nificantly affects customer satisfaction with Fintech services. Hence, the hypo-
thesis is proposed as follows:

H1: Fintech literacy has a positive and significant influence on customer sa-
tisfaction toward MFS.

3.2. Fintech Literacy and Sustainable Intention to Use MFS

Uddin and Nasrin (2023) found Fintech literacy as a promising antecedent of

customers’ continuance intention. Rahman (2021) explored that Fintech know-
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ledge significantly impacts on customers’ actual usage behavior of MFS. Bhuva-
na and Vasantha (2019) highlighted that customers’ higher Fintech knowledge
increased their efficiency in the safe use of MFS and stimulates them to the re-
tention and sustained usage intention of services. So, the hypothesis is postulated
as follows:

H2: Fintech literacy has a positive and significant impact on sustainable inten-
tion to use MFS.

3.3. Customer Satisfaction and Sustainable Intention to Use MFS

Customer satisfaction is the key dimension of MFS continuance intention
(Franque et al., 2021). Satisfied customers relished the continuous use of mobile
banking services which forces service providers to ensure better services (Avornyo
et al., 2019). If the performance of MFS exceeds customers’ expectations, they
will be satisfied and intend to use the services continuously for a long period of
time (Wu et al., 2022). So, customer satisfaction and sustainable intention are
significantly related with each other. Therefore, the following hypothesis is pro-
posed:

H3: Customer satisfaction has a significant influence on sustainable intention
to use MFS.

3.4. Customer Satisfaction as Mediator

Singh and Srivastava (2018) state that if a customer has adequate knowledge to
operate mobile financial services, there is a greater chance of continuous usage.
Khan et al. (2022) discourse that customers who are late adopters require more
knowledge about Fintech services to reuse or continue their usage. The analytical
study showed that Fintech knowledge significantly influences customers’ conti-
nuance usage intention in the presence of satisfaction as a mediator. Thus, the
hypothesis is proposed for the present study as follows:

H4: Customer satisfaction has a mediating effect on Fintech literacy and sus-
tainable intention to use MFS.

Based on the aim of the research and literature reviews, the following theoretical

framework has been developed for the current study as presented in Figure 1.

Notes:
——» : HI, H2, H3 = Direct Effect Relationship

AAAAAAAAAAAAAAAAAAAAAAA » : H4 = Mediating Effect Relationship

Figure 1. Conceptual model.
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4. Research Methodology
4.1. Research Approach

The study is quantitative in approach and empirical in nature. This method is
extensively used in social science studies. Under this method, data is collected
through survey procedure and applied statistical techniques in data analysis
(Yazid, et al., 2020).

4.2. Sampling Design and Data Collection

The purposive sampling technique is used in the current study. Data has been
collected from both primary and secondary sources but the study is basically
based on primary data. The secondary data were collected from previous litera-
tures, articles, working papers, and journals. The primary data was collected
from the respondents through questionnaire survey from the study area from
May 2023 to June 2023. A well-structured questionnaire was administered and
distributed to the users through Google Docs explaining the objective of data
collection. The questionnaire comprises two sections: section 1 includes respon-
dents’ demographic profile like gender, age, educational qualification, occupa-
tion, and residential area. Section 2 contains respondents’ opinion on Fintech li-
teracy, customer satisfaction, and sustainable intention to use MFS. Users who
have experience of using MFS at least six months, for adapting new technology
and growing their clear perception on MFS, were selected for the study. Res-
pondents have been chosen conveniently from the account holders of bKash (a
subsidiary of BRAC Bank Ltd.) because of holding the top market share with
transactions (around 75%) among the MFS providers in Bangladesh (Shah, 2022).
In the current study, 260 questionnaires were distributed to the customers who
are located at different area of Kuhlna Region in Bangladesh. Out of 260 ques-
tionnaires, researchers received 200 responses from the users which mean 77
percent of response rate. Hair et al. (2010) recommended that the sample size for
a research should be minimum five times of measurement items in the ques-
tionnaire. As the present questionnaire has 13 measurement items, the number
of respondents should be 65. But, In PLS-SEM, the least sample size is 100
(Reinartz et al., 2009). The present study collected data from 200 respondents
that surpassed the minimum recommended criteria. The ethical issues were ad-
dressed properly by giving assurance to the respondents about the confidentiality

of their responses.

4.3. Measurement Scales

There are three constructs, such as Fintech literacy (FL), customer satisfaction
(CS), and sustainable intention to use MFS (SIU) used in developing the theo-
retical framework of the study. Each construct has individual measurement items.
All the items have been adapted from prior studies. For example, Fintech Lite-

racy has four measurement items adapted from (Lim et al., 2019); Customer Sa-
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tisfaction has also four items that adapted from (Bhattacherjee, 2001b); and Sus-
tainable Intention to Use MFS has five measurement items adapted from Kang
et al. (2012). All the items were assessed by using five-point Likert scale, within

the range from 1 “Strongly Disagree” to 5 “Strongly Agree”.

4.4. Statistical Tool/Technique

The study followed the SmartPLS algorithm to evaluate the casual-effect rela-
tionship between exogenous and endogenous constructs by using PLS-SEM. Thus,
the constructs of study are Fintech literacy (FL), customer satisfaction (CS), and
sustainable intention to use MFS (SIU). A two-step model in PLS-SEM such as
measurement model and structural model were used in study. The first step
model was the measurement model that assessed the reliability of data and valid-
ity of constructs. The second step was the structural model that tested the hypo-
theses of the study.

5. Results and Discussion
5.1. Respondents Demographic Statistics

Table 1 shows the respondents’ demographic profile such as gender, age, educa-
tional qualification, occupation, and residential areas. The results demonstrate
that there were a higher number of male respondents than females in the study.
There were five age groups of respondents where a major portion from the range
of 20 - 30 years followed by 31 - 40 years, and 41 - 50 years of age group. A li-
mited number of respondents were below 20 years, and above 50 years of age
group. In the educational qualification aspects, the higher portion held a Gradu-
ate degree followed by a Post-graduate degree and a high secondary level. In
terms of occupation, more than half of the respondents were students and the
rest represented service holders, business professionals and others. For residen-
tial area status, a greater portion of respondents were located in urban areas fol-

lowed by rural and semi-urban areas respectively.

5.2. Measurement Model

The measurement model assesses the data reliability and validity of constructs in
the conceptual research model. This is the first stage of PLS-SEM. The mea-
surement model is shown in Figure 2 which mainly presents the indicator load-
ings. A loading value less than 0.50 should be deleted and leave any items with a
loading value higher than 0.90 (Chen et al., 2022). Hair et al. (2019) also suggest
that the value of indicator loading should be greater than 0.708 since it represents
that the construct explains more than 50 percent of the indicator’s variance. The

indicator loading value was found to be acceptable in this study.

5.2.1. Reliability Analysis
Internal consistency reliability of a given construct is measured by using Cron-

bach’s alpha and Composite reliability parameters (Henseler et al, 2009). The
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Table 1. Respondents demographic profile.

Variable Category Frequency Percentage

Gender Male 149 74.50
Female 51 25.50
Total 200 100.00

Age Below 20 years 5 2.50

20 - 30 years 130 65.00

31 - 40 years 31 15.50

41 - 50 years 29 14.50

Above 50 years 5 2.50
Total 200 100.00

Educational Qualification =~ Secondary 2 1.00
Higher secondary 35 17.50

Graduate 86 43.00

Post-graduate 77 38.50
Total 200 100.00

Occupation Student 114 57.00
Service 73 36.50

Business 6 3.00

Unemployed/Others 7 3.50
Total 200 100.00

Residential Area Urban 97 48.50
Semi-urban 34 17.00

Rural 69 34.50
Total 200 100.00

CS1 CS2 CS3 CS4
0.790 }857 0-87f9 0.846

SIU 1
FL1
0.433 0727 S
FL2 4735"
(PLERS—0.764-»  SIU3
FL3 Qno‘
0.631  SIU4
FL4
SIU5

Figure 2. Measurement model.

DOI: 10.4236/0jbm.2023.115138 2495 Open Journal of Business and Management


https://doi.org/10.4236/ojbm.2023.115138

Md. K. Uddin, S. Nasrin

value of Cronbach’s Alpha is 0.7 and above is acceptable but above 0.50 is per-
missible for further analysis of data (Chen et al., 2022; Hair et al., 2019). Compo-
site reliability is a more logical choice to determine internal consistency or accu-
racy instead of individual dependability (Hair Jr et al, 2017). Hair et al. (2019)
stated that the composite reliability value between 0.60 and 0.70 is considered
acceptable and ranging from 0.70 to 0.90 flows ‘satisfactory to good’, but the
value 0.95 and higher are problematic and it declined the construct validity. Ta-
ble 2 represents the output of internal consistency reliability where Cronbach’s
alpha and composite reliability values were found within the range, meaning it
was above the 0.7 thresholds recognized in Table 2.

5.2.2. Validity Test

After the assessment of the reliability of indicators, it requires to measure the va-
lidity of constructs. The validity test includes convergent as well as discriminant
validity. Hence, convergent validity is the degree to which constructs converge
with a view to explaining the variance of the measurement items. The metric
used to measure the convergent validity of constructs is AVE (average variance
extracted) for the items on every construct. The value of AVE should be greater
than 0.50 to achieve convergent validity (Hair et al., 2019). Discriminant validity
entails other factors with cross loading. Therefore, each indication loading must
be greater than the sum of all cross loading for it to be valid (Chin, 1998). Table
3 explains the Fornell-Larcker criterion to present convergent and discriminant
validity. The corresponding value of AVE for each construct is above 0.5, mean-
ing convergent validity is achieved. On the other hand, the discriminant validity

as per the Fornell-Larcker criterion demonstrates that the value is diagonal and

Table 2. Output of reliability test.

Construct Cronbach’s alpha Composite reliability
CS 0.865 0.908
FL 0.875 0.914
SIU 0.780 0.850

Source: Output of SmartPLS 4. Note: CS—Customer Satisfaction; FL—Fintech Literacy;
SIU—Sustainable Intention to Use.

Table 3. Validity test results—Fornell-Larcker criterion.

Convergent Validity Discriminant Validity
Constructs K
Average Variance Extracted cs FL SIU
CS 0.712 0.844
FL 0.726 0.268 0.852
SIU 0.532 0.495 0.345 0.729

Source: Output of SmartPLS 4. Note: CS—Customer Satisfaction; FL—Fintech Literacy;
SIU—Sustainable Intention to Use.
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greater than the underneath value. Thus, it justifies that the present study has no
discriminant value among the constructs and established the discriminant validity.
Similarly, Table 4 presents the output of the Heterotrait-Monotrait Ratio Ma-
trix (HTMT) to measure the discriminant validity of constructs. The HTMT
value is smaller than 0.90 implies the discriminant validity is achieved at the up-
per bound of the 95% confidence interval (Hair et al., 2019). As per the HTMT
value stated in Table 4, the current study doesn’t have any discriminant value.
The factor loading is another statistical measure of discriminant validity. Its
value should be greater than the corresponding cross loading (Chin, 1998). Ta-
ble 5 describes the discriminant validity Output-cross loading value in which it
indicates that the factor loadings are greater than the available cross loading. It

denotes the establishment of discriminant validity for the study.
5.3. Structural Model
Since the measurement model is satisfactory, the structural model would be

Table 4. Discriminant validity—HTMT output.

Constructs CS FL SIU
CS 0.000 0.000 0.000
FL 0.287 0.000 0.000
SIU 0.588 0.393 0.000

Source: Output of SmartPLS 4.

Table 5. Discriminant validity output-cross loading.

Measurement Items CS FL SIU
CS1 0.790 0.112 0.454
CS2 0.857 0.184 0.351
CS3 0.879 0.323 0.433
CS4 0.846 0.261 0.422
FL1 0.296 0.897 0.373
FL2 0.153 0.779 0.240
FL3 0.235 0.862 0.270
FL4 0.195 0.867 0.260

SIU1 0.406 0.351 0.727
S1U2 0.300 0.278 0.735
SIU3 0.378 0.168 0.764
SIU4 0.409 0.255 0.780
SIU5 0.282 0.168 0.631

Source: Output of SmartPLS 4.
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assessed in evaluating the partial least-squares structural equation modeling
(PLS-SEM). The study has also no multicollinearity issues as the VIF (Variance
Inflation Factor) value of the items ranged from 1.312 to 2.615. The latent struc-
tures and the structural model are linked in using PLS-SEM (Sohaib et al, 2019)
which discerns the relationship between the models (Hair Jr et al., 2017). The
sample size was estimated by using an observed bootstrapping process and de-
termined the statistical significance with t-value and p-value. The present study
used normal bootstrapping with a range of 5000 bootstraps and 200 cases to as-
certain the value of the direction coefficients. As per the conceptual research
model presented in Figure 3, there is a latent extrinsic process (FL), a mediating
component (customer satisfaction), and a latent endogenous element in the
study (SIU).

The study measures the casual-effect relationship between Fintech literacy and
sustainable intention to use MFS with customer satisfaction as an intervening
role. Figure 3 represents the structural model of the study as well as describes
the path model with the mediation effect.

Table 6 represents the path coefficient value of constructs and its relationship.
Based on Table 6, the output showed that Fintech literacy has a positive rela-
tionship (beta value 0.268) and a significant impact on customer satisfaction
(t-value > 1.96 and p-value < 0.05). Therefore, Hypothesis 1 (H1) is supported.
Hypothesis 2 indicates that Fintech literacy has a positive impact on sustainable
intention to use MFS. Here, the result disclosed that Fintech literacy has a posi-
tive relationship and significant effect on sustainable intention to use MFS (Beta
value 0.228, t-value >1.96, and p-value < 0.05). Thus, Hypothesis 2 (H2) is sup-
ported. Hypothesis 3 illustrated that customer satisfaction has a positive impact

on sustainable intention to use MFS. The result displayed that there is a positive

Cs1 Cs2 CS3 CS4
0.000 0-000  0.000 ¢ gpp

7

SIU 1
FL1
0 000 SIU 2
FL2 0 000
0.000 —0 000 SIU3
FL3 SIU 0 000
0 000 S1U4
FL4 S
SIUS
Figure 3. Structural model.
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relationship between customer satisfaction and sustainable intention to use MFS
as the beta value is 0.433, and customer satisfaction significantly influences sus-
tainable intention to use MFS because the t-value is greater than 1.96 and p-value
is lower than 0.05. So, the hypothesis 3 (H3) is supported.

In the case of the predictive accuracy of the model, the coefficient of determi-
nation i.e., R-square value, was determined to describe the variance in the endo-
genous construct. In Table 6, the value of R-square denotes 0.293 in Sustainable
Intention to Use MES explaining 29.30% of the total variance. This indicates the
moderating predicting power of the model. On the other hand, the R-square
value of 0.072 in customer satisfaction denotes 7.2% of the total variance and it

indicates the weak predicting power.

5.4. Mediation Effect Analysis

To test the mediating effect of customer satisfaction in the relationship between
Fintech literacy and sustainable intention to use MFS (H4), this study used path
analysis relying on PLS-SEM to test the indirect effect. Based on the result of
mediating effect (indirect effect) in Table 7, customer satisfaction mediates the
relationship between Fintech literacy and sustainable intention to use MFS (B =
0.116, t = 3.536, and p < 0.05). Therefore, the hypothesis (H4) is supported.
When the direct effect is not significant but the indirect effect is significant,
then it is a full mediation. On the other hand, while both the direct and indirect
effects are statistically significant, then it represents partial mediation (Carrién et
al., 2017). It is shown in Table 8 that the direct effect of Fintech literacy on sus-
tainable intention to use MFS is significant (f = 0.228, t-Value = 3.777, and
p-Value < 0.05). Likewise, the indirect effect of Fintech literacy on sustainable
intention to use MFS in the presence of customer satisfaction is significant (f =
0.116, t-Value = 3.536, and p-Value < 0.05). Thus, it means that customer satis-
faction has a partial mediating effect on the relationship between Fintech literacy

and sustainable intention to use MFS.

Table 6. Path coefficients and hypothesis testing.

Hypothesis  Path B value Std #Value p-Value R? Result
H FL->CS 0.268 0.072 3.723 0.000 Supported
Ha CS->SIU 0433 0.056 7.717 0.000 SIU =0.293 Supported
H; FL->S8IU  0.228 0.06 3.777 0.000 CS=0.072 Supported

Source: Output of SmartPLS 4.

Table 7. Mediating or indirect effect of customer satisfaction and hypothesis testing.

Hypothesis Path B value Std t-Value p-Value  Result

Hs FL->CS->SIU  0.116 0.033 3.536 0.000  Supported

Source: Output of SmartPLS 4.
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Table 8. Direct effect and indirect effect.

Effect Relationship B value Std. t-Value  p-Values
Direct Effect FL -> SIU 0.228 0.06 3.777 0.000
Indirect Effect FL -> SIU 0.116 0.033 3.536 0.000

Source: Output of SmartPLS 4.

6. Conclusion

6.1. Summary

This study aimed at examining the mediating effect of customer satisfaction on
Fintech literacy and sustainable intention to use mobile financial services in
Bangladesh. The study showed that Fintech literacy has a positive and significant
influence on customer satisfaction. The study found that customer satisfaction
positively and significantly affects sustainable intention to use MFS. The study
revealed that Fintech literacy has both direct and indirect impact on sustainable
intention to use MFS. The empirical result in mediation analysis demonstrated
that customer satisfaction partially mediates the relationship between Fintech li-
teracy and sustainable intention to use MFS. The result indicates that customers’
Fintech literacy positively interrelated with customer satisfaction and sustainable
intention to use MFS. MFS providers should take initiative to educate their cus-
tomers on Fintech services for attaining higher customer satisfaction and sus-
tainability in usages of MFS. This research offers significant insights and infe-
rence in MFS sectors in Bangladesh. The verdicts of this study play vital role to
the policy implication for the stakeholders in MFS market.

6.2. Theoretical Implications

The present study theoretically contributes to the existing literature. The main
contribution of the study is providing the empirical evidence of the mediating
effect of customer satisfaction on the relationship between Fintech literacy and
sustainable intention to use MFS. This postulates in respect of why and how
Fintech literacy has impact on customer satisfaction and sustainable intention to
use MFS. The suggested model of this study provides a significant insight in mo-
bile financial services literatures in customers’ behavioral management and ser-
vice marketing research. This validation will act as an evidence for future studies

in the area of banking services in a different regional/cultural context.

6.3. Practical Implications

This study practically contributes to the stakeholders, specifically to the man-
agement of MFS providers. It is important for the service providers to pay dis-
tinct attention to understand the customers’ Fintech knowledge on MFS as it af-
fects satisfaction and sustainable usage intention. The higher level of Fintech li-

teracy stimulates customer to use mobile financial services continuously. Thus,
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the findings of the study can also be useful to the MFS providers for taking initi-
atives in improving the Fintech knowledge of customers, their satisfaction and

the sustainable usage intention of MFS.

6.4. Limitations and Further Research Guide

This study has shortcomings that may affect the generalizability. The major li-
mitation of the study is related to the sample selection as the data were collected
from a particular region of Bangladesh on a cross-sectional basis. Future studies
may take place with a longitudinal approach in a different culture. Future studies
should confirm these findings across industries like banking. For the higher pre-
dicting power of the suggested model, few other variables like, privacy, security,

and risks might be added to the further investigation in MFS context.
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